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First, we laugh...Yes?

(Your big annual Marketing Joke 06)

Confidential: Not for distribution outside subscribing organization



Now, We Talk, Is Good?
PRIZM NE Strategies

Lower Cost Per Acquisition & Increase Direct Mall
Take Rates

Develop Targeted Affinity Programs

Maximize The Value Of New Sign-ups
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Know Thy Customer
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We Energies, Spring 2005 (Cost Savings)

PRIZM NE segmentation:

Per-piece cost (letter):
$0.32

Response: At Random Response Rate:

1.35% - targeted group
(411 sign-ups/30,367
households).

1.02% - random group Cost Savings vs. Random:

(32% difference)
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PacifiCorp, Spring 2005 (Revenue Gain)

Goal: PRIZM NE Response Rate:

Maximize new sign-ups and
ROI from a mailing with a
~$41,000 budget.

Results:

Control Response Rate = At Random Response Rate:
0.67%

Segmentation Response
Rate = 1.09%

Annual Revenue per Annual revenue gain, targeted vs.
Customer = ~$60 random:
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Using PRIZM NE
to Develop a Targeted Affinity Program
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ldentify Potential Green
Neighborhoods with Spatial Analysis
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Maximize The Value Of New Sign-ups

We Energies - 2005 Direct Mail Campaign
156,565 households received letter.

10 segments targeted, with a random control group.

6 of the 10 signed up at $120 per-customer annual
revenue or better; 2 were $150 or better.

This i1s more than twice the industry per-customer
benchmark of ~$60 ($5/month).
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Other Strategies to Increase DM Effectiveness

Letter vs. Brochure: Spend less on each direct
mail piece.

Structure direct mail pieces more effectively.

Develop messages that resonate with each
target group.

Run test mailings that isolate one variable.
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Versioning:

Selecting Successful Messages
For Your Market
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Summary

at have we lear

sCommunicate differ ntIy to each group
Then you could.. ,{;.r SR
Lower Acqwsa;tfmn Costs |
eIncrease Take Rates
*Maintain Customer Relationships
*Develop a Qommumty of Ilkeﬁunded
households & businesses /
*Collect your, GPLA and spend your raise:
You're goinb to Disneyland!
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For More Information

Barry Friedman

Research Manager,
E SOURCE Green Energy Watch

Tel 303-444-7788, x114, barry friedman@esource.com

Morris Sneor
Industry Practice Leader,
Claritas, Inc.

Tel 312-583-5404, msneor@claritas.com
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